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Abstract—Bank needs to provide best services to minimize 
customer’s complaint. One of bank efforts to serve their 
customers can be done by using transparency, so that all 
information is conveyed clearly. Transparency is also expected 
to enhance brand loyalty of customers. This conceptual study is 
based on theoretical review from literatures and previous 
researches related with these concepts. The basic concept of 
theory used in this study is that customers who get operational 
transparency express greater trust and support. This study 
aimed to analyze the effect of transparency on brand loyalty. By 
classifying the result of previous researches, this study found 
some propositions : (1) transparency has a significant effect on 
brand trust of customer; (2) brand trust has a significant effect 
on brand satisfaction of customer (3) brand trust has a 
significant effect on brand loyalty. 
 
Keywords—Transparency, Brand Trust, Brand Satisfaction, 
and Brand Loyalty. 
I. INTRODUCTION 
RAND, now is a matter of public concern. It's not 
something new for people to remember a service based 
on their brand. One of the service companies that has always 
been a concern from the public is bank. If a customer has 
chosen one of all banks to be an alternative that can help 
sustain the business by providing loans in the form of credit. 
Many benefits will be provided by the bank, it may be 
concerned if it is success in providing the best alternative 
promotions and ultimately getting customers.  
The bank will also try to keep their customers from 
switching to other banks or even giving a negative impression 
about the bank to other parties. Banks often do many things 
to attract the attention of the public so they are willing to 
become their customers and with good service will provide 
satisfaction which can further make them to be loyal 
customers. This statement is in accordance with the research 
of Putri and Iwan which explains that quality gives 
encouragement to customers to establish close relationships 
with the company so that it allows the company to understand 
carefully about the expectations and needs, which ultimately, 
customer satisfaction can create loyalty to company [1]. The 
benefits that can certainly be felt by the bank are customer’s 
loyalty which of course will not be easily move to other banks 
and also later it will be easier for banks to get new funds from 
the party recommended. In addition, banks also get benefits 
in the form of cost pressures on loyal customers. This was 
explained that by considering the cost reduction effect, it was 
reported that while maintaining customer loyalty would incur 
less costs than obtaining a new customer and the cost to retain 
customers decreased throughout the life cycle phase of the 
relationship [1]. Various efforts will be made by the bank 
because it is considered retaining loyal customers. It will be 
a challenge and its presence is important as an evaluation of 
the performance of the bank.  
Customers become loyal because of the service, the 
tendency is because they are satisfied with the services 
provided. If the customer feels the service from the bank is 
better or equal to their expectations, the customer will feel 
satisfaction. According to Tatik Suryani, consumers, either 
directly or indirectly will certainly provide an assessment of 
the services purchased or ever consumed. The evaluation is 
based on an overall assessment of what is received and 
experienced compared to what was expected [2]. There are 
two main factors that serve as consumer guidelines, namely: 
the service received, and the service expected. From this 
satisfaction, customers can later become loyal customers. 
Conversely, when customers feel that the services provided 
are not in line with what they’ve expected before, customers 
will feel dissatisfied and they will not re-purchase or use the 
bank's services for the second time. 
Consumers will assess a service deeper if they have used 
or felt the service. Unconsciously, consumers will judge a 
product or service directly when they begin to use it or feel it. 
Especially when customers are in banking industry, they will 
directly meet the employees who have the authority to handle 
these customers. In banking industry, for those who have the 
authority to handle customers directly is Front liner. 
Therefore, they will have a interaction and conversation 
according to what customer needs and also the information 
provided by the front liners so as to create satisfaction felt by 
the customers. This is in accordance with the research that 
services are not only able to fulfill information and provide 
solutions to customer problems, but also must be able to 
satisfy customers far above their expectations . In other 
words, there will be an intensity to communicate between 
customers and bank employees. This communication is 
certainly not limited only because customers have needs that 
will later have to be provided by the selected bank. But also 
it will be many models of services provided by the bank in 
relation to improving the quality and perception of customers 
in providing an assessment. This assessment will become the 
bank's expectation that customers feel satisfaction and 
therefore, the customers will be loyal to the bank.  
Communication between bank employees and customers is 
a matter of great concern, the selection and decision making 
of customers can also be determined after the communication 
in the form of an explanation of some things needed by the 
customer. Communication skills or abilities are one of the 
factors that affect service quality and customer satisfaction 
levels. With good communication skills, the communication 
that is established will be effective. Communication can be 
said to be effective if the message delivered can be received 
and understood as intended by the sender of the message. 
While from the bank's employees, of course the best service 
will be provided to customers and for the convenience of 
customers, in its service the bank will provide an explanation 
of the product to be selected.  
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In addition, customers will be given education about risks. 
Certainly the bank will emphasize that the risk will never be 
equal with zero, but at least it can be minimized and it 
becomes important for the convenience of customers. A good 
bank is certainly a bank that provides information to 
customers transparently without being covered but is still at a 
normal level and does not reveal secrets or important things 
in the company. With good and effective communication 
between front liners and customers, the information needs 
and solving problems faced by customers will be easily 
achieved. Conversely, if the front liner does not perform their 
role properly, then the communication that is established 
becomes ineffective so that it can lead to miscommunication. 
A. Transparency 
Transparency is defined as how people feel that they need 
information about several aspects of trustworthiness of funds 
that enable them to observe what happens under conditions of 
entrusting fund storage, to influence income expenditure, and 
to evaluating the performance of funds that have been felt [3]. 
This information must not only be publicly available, but also 
needs to be understood, relevant and accessible, which in turn 
allows the substantive adjustment of information asymmetry 
between the trust of the public to give up funds for 
safekeeping. This provides potential information to act as a 
basis for forming or changing views about the management 
of funds by community members. Muslu's research explains 
that there is considerable empirical variation between 
companies when discussing transparency in disclosure of 
compensation [4]. Jagolinzer's research (2009) states that in 
some cases, disclosure of compensation compensation and in 
other cases is unclear. For an empirical analogue to our 
definition of transparency, consider the plan adopted by the 
company. This plan allows people in the company to commit 
to a trading plan where they pre-commit to sell or buy their 
company's securities in a certain way with the aim of 
preventing insider trading claims. Albu and Flyverbom 
defined that Transparency is an increasingly prominent area 
of research that offers valuable insights for studies [5].  
However, conceptualizations of transparency are rarely 
subject to critical scrutiny and thus their relevance remains 
unclear. In most accounts, transparency is associated with the 
sharing of information and the perceived quality of the 
information shared [6]. This narrow focus on information and 
quality, however, overlooks the dynamics of organizational 
transparency. Transparency addresses the fishbowl nature of 
executing customer service in the age of the internet. That is, 
all customer comments and firm responses are free for the 
world to see, emphasizing the need for firms to consider not 
only the initial poster’s complaint, but also other consumers 
that may view the complaint. Weller defined that 
transparency and Privacy Indeed, in many cases, transparency 
may be viewed as the opposite of privacy [7]. Many in society 
feel that some sort of right to privacy– and hence, a limit to 
transparency – is appropriate [7], [8]. Indicators to measure 
the Transparency variable, adopted from the research of Yudi 
Sutarso et al., (2017), namely: 
1. Full disclosure of information 
2. Free access to information.  
3. Partnership and sharing information 
4. Full disclosure of information on cost and prices 
B. Brand Trust 
Trust is defined in Hobbs & Goddard (2015) research in 
Portal, Abratt, Bendixen (2018) explaining in the science of 
sociology, trust has been organized into broad categories; that 
is, institutional trust (trust in regulatory bodies), general trust 
(trust in others), calculative trust (trust based on rational 
evaluation), and relational trust (trust is obtained from time to 
time and through interaction) [9]. Added in the study of 
Chaudhuri & Holbrook, (2001); Delgado-Ballester & Luis 
Munuera-Alemán, (2001) Brand trust develops over time, 
through direct experience and occurs in the context of a 
relationship [9]. Therefore, it may be more closely related to 
a relationship of trust. Trust is defined as a willingness to 
accept vulnerability based on positive expectations regarding 
the intentions and behavior of others [9]. Chaudhuri and 
Holbrook (2001) in their research that brand trust is described 
as the will of consumers solely because it relies on the brand's 
ability to fulfill its promises. Ability is based on positive 
expectations regarding the intentions and behavior of others. 
Ferrinadewi (2008) explains that the process of creating trust 
in a brand is based on consumer experience in the consumer 
experience of the brand used [10].  
Experience is a source for consumers to create trust in the 
brand. This experience will affect consumer evaluations in 
consuming or satisfaction directly and indirect contact with 
consumers. Dai, Qin, Ma defined that brand trust is one of the 
ways that enterprises do to influence consumers' attitude 
towards their own brand, while public service marketing can 
effectively show the positive image of enterprises, to improve 
consumers' high trust in enterprises or their products [11]. 
Dai, Qin, Ma also said that Brand trust is a multi-level, multi-
dimensional concept, which is a kind of recognition and trust 
of consumers to enterprises [11]. Brand trust is a commitment 
of the company to show its unique personality to consumers, 
so that consumers understand that the core values of the 
company are "customer-oriented, service oriented". If a 
company or brand wants to gain the trust of consumers, it 
must first consider whether it can be psychologically 
recognized by consumers. With the continuous development 
of interactive media, diversified communication methods, 
and the increasing demand of consumers, it is not only the 
pursuit of material satisfaction brought by products and 
services, but also the satisfaction of enterprises in the spirit. 
And public welfare marketing is an effective marketing 
model that can be widely recognized and trusted by the 
public. Clarke et al., (2012) in Venter, Chinomona, and 
Chuchu defined that cognitive trust refers to brands or 
retailers that are confident in their competency and reliability 
in keeping promises, while affective trust is the belief that 
while the customers seek to buy genuine, stylish, and modern 
products, they also have specific requirements [12]. 
Indicators to measure the Brand Trust variable, adopted from 
the research of Moreira, et al (2017), namely [13]: 
1. Based on my experience, I know this supplier is honest. 
2. Based on my experience, I know this supplier is not 
opportunistic. 
3. Based on my experience, I know this supplier cares about 
its customers 
C. Brand Satisfaction 
Satisfaction is explained by Tse and Wilton (1988, p. 204) 
in Mabkhot, Salleh and Shaari (2016) that satisfaction is 
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defined as "consumer response to evaluation of perceived 
differences between previous expectations and actual product 
performance as perceived after consumption" [14]. 
Interpreted in another study by Westbrook and Reilly (1983) 
in Mabkhot, Salleh and Shaari (2016) that is defined as 
"emotional responses to experiences provided by or related to 
certain products or services purchased, retail outlets, or even 
molar behavior patterns such as shopping and buyer behavior, 
and the market as a whole" [14]. Zhao explained that brand 
satisfaction is an evaluation of consumers for products or 
services purchased throughout the market, and is an 
emotional response after comparing with their values (exp. 
needs, wants) [15].  
Philip Kotler (1996) argues that satisfaction is a state of 
pleasure or disappointment shown by consumers after 
comparing the perceived effect of a product with its 
expectations. Other research is also described in Oliver who 
believes that brand satisfaction is a psychological state, 
evaluation and feedback of products or services, and the end 
result of all behavior in the entire consumption process [12]. 
According to Rowley (2009) states that brand satisfaction is 
defined as the extent of customer expectations relating to the 
meeting of products or service brands [13]. Satisfied 
customers can develop loyalty, intention or desire to buy back 
a brand. It is expected that later if service providers can meet 
the needs of their customers better than competitors, so as to 
make it easier for customers to be loyal.  
As with consumer loyalty, consumer satisfaction contains 
the subcategory of brand satisfaction. Whereas consumer 
satisfaction describes the consumer’s feeling towards an 
object or service in general, brand satisfaction describes 
satisfaction towards brands in particular [16]. Kusuma's 
research explains that brand satisfaction is the customer's 
response to the actual quality of a product and the 
expectations desired by previous customers after consumers 
consume them [17]. The creation of customer satisfaction 
with a product is based on the desire of consumers who are 
satisfied with a brand that can provide benefits. If a brand can 
be trusted by consumers, it will indirectly guarantee the 
satisfaction. Indicators to measure the Brand Satisfaction 
variable, adopted from Eric's research (2018), namely [17]: 
1. Consumer’s response to the quality of a product in 
actuality. 
2. Expectation desired by previous consumers after 
customer consume it. 
3. Customer’s satisfaction of a product is based on the 
desire of consumers who are satisfied by a brand that can 
provide benefits. 
4. If a brand can be trusted by consumers then indirectly 
will provide satisfaction guarantee. 
D. Brand Loyalty 
Loyalty is defined as the level of consumer loyalty to 
certain brands, regardless of competitive brand marketing 
activities [18]. In the condition that consumers like certain 
products can have an impact on consumers' decisions to 
remain on the same product or not, and when consumers 
decide to use the same product, they automatically become 
loyal customers so that they do not need much consideration 
if they will buy the same product for both times even for more 
frequent intensity. Loyalty can be indicated by the existence 
of consumers who not only buy products or services, but also 
those who have good commitment and behavior by serving 
the company by recommending others to buy products or the 
same service they bought [10]. Consumers with a high level 
of brand loyalty, tend to repurchase products with the same 
brand, or continue to use products or services provided by 
certain brands for a long time [12]. They still do it despite 
changes in the product/service, price increases, changes in the 
way the product/service is packaged, and other possibilities 
that can occur. Unlike those who have a low level of loyalty, 
if there are changes to the product/service, then they tend to 
move and try other brands. Gozukara and Colakoglu said that 
brand loyalty can also reduce marketing communication 
expenses as sales campaigns or advertisements are less 
required with loyal customers relative to those with low levels 
of loyalty since such customers already possess a purchase 
decision [19].  
Furthermore, customers who are loyal and satisfied start to 
promote the brand, which leads to word-of-mouth 
communication and increased numbers of prospective 
customer. As consumers continue to come back for the same 
products, they start believing each product produced by that 
specific brand contains a unique quality that no other brand 
can give them [20]. Pappu and Quester described that high-
quality perceptions provide a strong reason for consumers to 
be loyal to a brand [21]. Brands that fail to signal high quality 
are thus unlikely to translate the benefits of high 
innovativeness into consumer brand loyalty. [23] Gaining 
customer loyalty is an important objective of strategic 
marketing and relationship marketing initiatives [22]. 
Customer loyalty is critical for business to gain competitive 
advantage. Loyalty can provide essential benefits for both 
consumers and companies. For consumers, a brand toward 
which they feel loyal, can act as a signal of achieved 
expectation. Because of familiar and favorable signal that a 
brand sends consumers buy the brand with more comfort 
believing that the brand will meet their expectations. This 
comfort would mostly come from the credibility of the brand 
established from past experiences. That is, quality is a 
necessary condition for innovativeness perceptions toward a 
brand to translate into loyalty. In addition, brand loyalty 
prevents sales churn and has a positive effect on the business 
retention. Brand Loyalty is associated with users' repeated 
buying behavior over time with positive, evaluative, and/or 
biased tendencies towards branded alternatives labeled or 
multilevel or product choices [23]. 
Indicators to measure the Brand Loyalty variable, adopted 
from the research of Mohd Suki (2015), namely [23]: 
1. I am satisfied with product/brand that appeared in the 
social media. 
2. I would recommend this particular product/brand to 
others through the social media. 
3. I will not switch to another product/brand that appeared 
in the social media next time.  
4. I usually use this particular product/brand as my first 
choice in comparison with the other product/brand. 
5. I regularly refer this particular product/brand through the 
social media 
In this study, researchers proposed the following thoughts: 
a. Transparency has a positive effect on Brand Trust of 
customers. 
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b. Brand Trust has a positive effect on Brand Satisfaction 
of customers. 
c. Brand Trust has a positive effect on Brand Loyalty of 
customers. 
II. METHOD 
This study is based on a conceptual model of transparency 
and brand trust in terms of influencing brand satisfaction and 
brand loyalty. This study produced a conceptual model of 
customer transparency and brand trust in terms of brand 
satisfaction and brand loyalty in the use of consumer credit 
services. According to previous literature, researchers have 
found several factors that affect transparency, brand trust, 
brand satisfaction and brand loyalty. Reference is taken from 
the study of several books and journals. Therefore, to 
understand the factors that affect transparency, brand trust, 
brand satisfaction and brand loyalty, researchers conduct 
primary data collection, then compare and analyze. 
III. RESULT AND DISCUSSION 
The results of this study are refer to several journals that 
researchers have used as a reference. The researcher uses the 
variables of transparency, brand trust, brand satisfaction and 
brand loyalty as variables to be examined because it refers to 
previous studies that have obtained the results of influence 
between these variables which are then summarized by 
researchers for further research.  
A. The Effect Of Transparency On Brand Trust 
Transparency is defined as how people feel they need 
information about several aspects of trust funds that enable 
them to observe what happens under conditions of entrusting 
fund storage, to influence revenue expenditure, and to 
evaluate performance funds that have been felt [3]. This 
transparency is expected to be an important point to provide 
security for consumers so as to increase consumer brand trust. 
Portal et al., describe brand trust as the willingness of 
consumers to rely on the brand's ability to fulfill its promises 
[9]. This is in line with the results of research from Kim and 
Lee's research which says that current studies explore how 
transparency efforts undertaken by organizations can be 
effectively communicated in relation to the causes of 
companies wanting to increase trust and increase 
organizational advocacy while reducing organizational doubt 
from stakeholders [24].  
From this research the researchers concluded that by using 
aspects of transparency, the company can increase brand trust 
in consumers and this has a good impact on the company 
because it is considered to be able to help provide solutions 
to consumers and also has a good impact on consumers 
because they have received the information needed. 
Corporate information transparency is the relative degree to 
which market participants have easy access to all of the 
company's information [25]. Corporate information 
transparency can improve consumer brand trust level, high 
corporate information transparency can alleviate consumers' 
negative perception of crisis events and reduce corporate 
moral hazard [26]. The level of a company’s transparency, as 
perceived by a consumer, especially in addressing sweatshop 
issues and/or labor conditions, can play a valid and significant 
role in building trust and positive attitude toward the 
company. Trust and positive attitudes built between the 
company and the consumer due to transparency about CSR 
efforts can be linked to the consumer’s intent to consider a 
purchase from the company as well as to deliver a positive 
opinion to others.  
Consumers’ perception of a corporation’s efforts to be 
transparent about production and labor conditions and to be 
socially responsible by giving back to the local community 
plays a critical role in building consumers’ trust and positive 
attitude toward the corporation and in turn developing their 
intentions to purchase from the corporation and spread 
positive WOM about the corporation and its products. From 
some of the research results that have been elaborated by 
researchers, the researchers concluded that in terms of 
providing information and services, companies must provide 
important points in the form of transparency. This is because 
from several previous studies revealed that consumers tend to 
be more happy if the company provides complete, and also 
clear information. Not only information about the 
flow/process but also related to price. Consumers who get 
complete information and also as expected will have an 
impact in the form of trust in the brand. This trust will also 
benefit the company because, as mentioned by previous 
research, when viewed from a cost perspective, compared to 
utilizing old customers, finding new customers will cost 
more. Therefore the company must be able to pay attention to 
the information provided to consumers in order to meet 
consumer needs and not move to other brands. 
Preposition 1: Transparency has a significant effect on Brand 
Trust of Customers 
B. The Effect Of Brand Trust On Brand Satisfaction. 
The impact that occurs with this brand trust is increased 
brand satisfaction. Brand satisfaction itself is interpreted as 
explains that brand satisfaction is the customer's response to 
the actual quality of a product and the expectations desired by 
previous customers after consumers consume them [17]. The 
Research of Simon, Devi, Aditya which explains that with the 
quality of service that is supported by brand trust by 
consumers, will deliver to customer satisfaction [27]. 
Therefore the company will always provide services that can 
support the trust of the brand to consumers, so as to deliver 
consumers to satisfaction. Described in the research of Tatik 
Suryani, consumers, either directly or indirectly will certainly 
provide an assessment of the services purchased or ever 
consumed[2].  
The evaluation is based on an overall assessment of what 
is received and experienced compared to what was expected. 
There are two main factors that serve as consumer guidelines, 
namely: the service received, and the service expected. If the 
results received are more than expected, then the consumer 
will feel satisfied. Conversely, if consumers feel that the 
results received are less than expected, then consumers will 
feel dissatisfied. From the results of the study that have been 
described by researchers, the researchers concluded that 
brand trust affects brand satisfaction. Brand trust here can 
affect brand satisfaction because consumers have given trust 
to certain brands which means consumers have felt the 
product/service, so that when using the same brand, 
consumers will feel satisfaction. Consumers who believe in a 
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brand tend to think twice if they want to change choices to 
other brands.  
As explained from the previous research, the researchers 
conclude that satisfied consumers are consumers who get 
products/services from a company more than what consumers 
expect, consumers will automatically feel the advantages of 
what consumers have expected so as to cause feelings of 
pleasure and lead to on satisfaction. From brand trust, 
consumers will feel satisfied because consumers feel 
accustomed to using these products/services. 
Preposition 2 : Brand Trust has a significant effect on Brand 
Satisfaction of Customer.  
C. The Effect Of Brand Trust On Brand Loyalty. 
Brand trust can also be used as a factor for consumers to 
feel loyal to a brand [28]. Loyalty has been defined by the 
American Marketing Association in Fouzia Ali and Salma 
Muqadas as "a situation where consumers generally buy 
products or services from the same factory repeatedly over 
time rather than buying from multiple suppliers" . Providing 
services that can support brand trust to consumers so that 
companies can also increase brand loyalty to consumers. Eric 
Hariyanto explained in his research, brand experience has a 
significant effect on brand trust, brand experience has a 
significant effect on brand satisfaction, brand experience has 
a significant effect on brand loyalty, brand trust has a 
significant effect on brand loyalty, brand satisfaction has a 
significant effect on brand loyalty, brand satisfaction has a 
significant effect on brand trust [17]. So hopefully later if 
consumers already feel trust in a brand, can also deliver 
consumers to be loyal to the brand and it can last for a long 
time. In relationship - marketing literature, trust has been 
viewed as a determinant of the loyalty [22].  
Brand trust in recent studies has been recognized as a key 
variable in long-term relationships with customers, which in 
turn positively affects brand loyalty. Brand trust leads to 
higher levels of loyalty as trust creates exchange relationships 
that are highly valued [29]. Brand trust leads to brand loyalty 
because trust creates exchange relationships that are highly 
valued”. The relationship between trust and loyalty is deep-
rooted in the literature since Morgan and Hunt (1994). While 
trust is a key point in building and maintain customer 
relationships in products, it is of much importance in service 
marketing.  
Loyalty and trust are key players if the aim to survive in a 
highly competitive market. This relationship should be taken 
seriously by mobile service operators. It is not only enough 
to measure and know whether customers trust companies or 
not, rather, what is more important is to measure customers’ 
level of trust and know how customers trust evolve. 
Moreover, while loyalty is the aim of service providers, 
customers should be segmented on to how much they are 
loyal, accordingly marketing strategies could be directed 
properly to the right customer. From the results of the study 
that have been described by researchers, the researchers 
concluded that brand trust has an influence on brand loyalty 
[29]. This can happen because if consumers feel confident in 
a product/service of a company, then consumers will feel 
happy to make a purchase or use the same service for the 
second time and when it continues for a long period of time, 
then the consumer will be loyal.  
Loyalty itself can be interpreted as a condition where 
consumers will be loyal to a product/service. Consumers who 
have high loyalty to a brand will tend to continue to choose 
the same brand even if there is a change from the form of 
packaging, to the price. But conversely, consumers who have 
low brand loyalty will tend to change their choices to others. 
Therefore, brand trust can affect brand loyalty because from 
that trust consumers will become loyal and not move to other 
products/services. 
Preposition 3: Brand Trust has a significant effect on Brand 
Loyalty of Customers. 
IV. CONCEPTUAL FRAMEWORK AND LIMITATIONS 
Based on the theories that have been explained, the 
researcher’s conceptual framework in this study is illustrated 
from several variables that have been described, then 
illustrated in the Figure 1. 
The limitation of this study lies in the lack of novelty of the 
theory used by researchers, and this study has not been 
empirically tested by researchers. So hopefully in the future, 
this research can be considered to be developed by future 
researchers. Researchers also hope that later this research can 
be empirically tested. According to the relevant theories, 
different types of consumers are different in each stage in 
terms of transparency, brand trust, brand satisfaction, and also 
brand loyalty. In short, there are many intermediary influence 
 
Figure 1. Conceptual Framework 
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factors between transparency, brand trust, brand satisfaction 
and also brand loyalty which can be refined for different 
influencing factors. Different types of consumers can also be 
divided into different types. Therefore, the research on 
transparency, brand trust, brand satisfaction, and brand 
loyalty can be subdivided in many aspects, to obtain more 
comprehensive and in-depth research results. 
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